What is claimed is: 




A method for managing a marketing campaign, comprising: 
Providing a data mining engine capable of being trained with training data 
and capable thereafter of performing pnference relative to the training data and on future 
(new) data; 

Providing a user dat^ase defining the observed characteristics of each one 
of a set of users, the characteristics c omprising at least one of: (a) at least one of the user's 
attributes, (b) at least one of the use 's preferences; 

training the data mining engine with a set of training data comprising the 
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user data base; 

inputting to the datf 
to the marketing campaign and, in 



15 



mining engine a predetermined characteristic pertaining 
esponse thereto, obtaining fi-om the data mining engine 



a subset of the users in the data baf e having the highest correlation to the characteristic. 

2. The method of Cla m 1 wherein inputting comprises inputting a 
predetermined set of characteristic s pertaining to the marketing campaign. 



3. The method of Ch im 2 wherein the predetermined set of characteristics 
20 comprise a predetermined set of u ser attributes. 

4. The method of Claim 3 wherein the predetermined set of uses attributes 
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constitute user attributes likely t(f pertain to a product to which the marketing campaign is 
directed. 



5 . The method of Claim 4 further comprising: 
5 determining in fhe data mining engine a set of prevalent attributes of the 

\ V \ ^^^^^^ users; 



i 



defining a target data base of users and determining in the data mining 
engine a target subset of users in the target data base statistically correlated to the set of 
prevalent attributes. 



6. The method ol 
base with which the data 



1 5 data base not included in the u 
of a set of new users. 



Claim 5 wherein the target data base comprises the user data 
mmitig engine has been trained. 



The method of Claim 5 wherein the target data base comprises an additional 



er data base, the additional data base defining characteristics 
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The method of Claim 5 Ipther compnsmg: 
conducting a marketing\cainpaign cycle directed at the target subset of users; 
observing responses ofyflie target subset of users to the marketing campaign 



cycle. 



36 




The method of C 
foraiing a focusi 



aim 8 further comprising: 

group of the target subset of users whose observed 
response was a particular type of response; 

determining, in t|ie data mining engine, a group of prevalent characteristics 
of the focused group of users; 

defining a data bhse to be mined and determining, in the data mining engine, 
a new set of users in the data ba je to be mined whose characteristics are statistically 
correlated with the group of pre valent characteristics. 



10 10. The method of < !^laim 9 wherein the data base to be mined comprises the 

user data base with which the c ata mining engine was trained. 

1 1 . The method oqClaim 9 wherein the data base to be mined comprises the 
target data base of users. 

15 

12. The method cjf Claim 9 wherein the data base to be mined comprises a new 
data base not included in eitmer the user data base nor in the target user data base. 




\ /f3 . The method of Cl^^ 9 further comprising: 
20 ' directing a subsMuent marketing campaign cycle to the new set of users. 
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one of: (a) a user attrib 




a user preference. 



15. The method oy Claim 14 wherein the user preference corresponds to a prior 



purchase of a product whicW is a subject of the marketing campaign. 



The method of Cla^ 1 further comprising; 

determining, in th(! data mining engine, a complete set of statistically 
prevalent user attributes of the subset of users; 

for any member of the subset of users having certain attributes which are 
undetermined in the user data base, filling in the certain undetermined attributes with the 
corresponding ones of the complete set of statistically prevalent user attributes of the subset 
of users. 




The method of Cl^m 5 further comprising: 

for any member of the target subset of users having certain attributes which 
are undetermined, filling jn the certain undetermined attributes with the corresponding ones 
of the set of prevalenj^iser attributes of the subset of users. 

1 8. The method of Claim 1 wherein obtaining|^m the data mining engine a 
subset of the users in the data base having pie high#«jrarrelation to the characteristic 
comprises: 



clustering the user data 




0 different segments of users distinguished 
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by different states 




which of the segments has the highest statistical correlation to 



the ch; 
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The method of Claim 18 ^^ein clustering comprises: 
providing with a vist^ization tool a tabulation of characteristics of each 
faster with the probability ofeach characteristic in the cluster; 

labeling^ach cluster with a statistically predominant characteristic thereof in 
accordance with/me tabulation. 



19 wherein the statistically predominant characteristic 
cluster from the other clusters. 




^^\Q\/20, The method o^ Claim 
of each cluster distinguishes 



tie 
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A method of personalizing marketing resources, comprising: 
providing a data mining engine ^apable of being trained with training data 
^and capable thereafter of performing inferen^ing relative to the training data; 

providing a user data base/orrelating observed characteristics of each one of 
a set of users with a set of adaptable ma^eting features, the characteristics comprising at 
least one of: (a) at least one of the user's attributes, (b) at least one of the user's preferences; 

training the data myung engine with a set of training data comprising the 

user data base; 

inputting to th/data mining engine a set of user attributes of one of: (a) a 
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particular user, (b) a particular group o^lisers, and, in response thereto, obtaining from the 
data mining engine a subset optM adaptable marketing features having the highest 
correlation to the set ofuser attributes. 



5 ^. — 227^ The method of Claim 21 further comprising: 

constructing a presentation to be directed to the particular user or group of 
users comprising marketing featufes contained within the subset of marketing features. 



23. The method of Qaim 21 wherein the marketing features comprise a set of 
1 0 different advertisements. 

24. The method of/Claim 23 wherein the marketing features comprise a set of 
different products which can oe marketed at a common site. 
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25. .The method 



different potential features 



26. The methoc 



different potential features 



27. The methoc 



different potential features o 



qf Claim 21 wherein the marketing features comprise a set of 
a storefront. 

of Claim 21 wherein the marketing features comprise a set of 
a catalog. 

of Claim 21 wherein the marketing features comprise a set of 
a shopping experience. 
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28. The method of CJaim 21 wherein the marketing features comprise a set of 
different potential featupe^f a direct mailing. 

The method of Claim 21 wherein the marketing features comprise a set of 
Ferent potential features of a promotion. 



30. 



The method of Claim 2ywherein: 



the data mining engme clusters the users in the data base into segments of 
users with similar charactepsjics; X 

m responp^ tojtj{ie injHH, the data mining engine determines which of the 
segments has charaoteristibs fetatistically correlated with the set of user attributes; and 

le subset of marketing features is deteraiined based upon the preferences of 
the segmenf^ statistically correlated to the set of user attributes. 



31. A method of controlling the marketing resources of a site having a real-time 
user interface during a visit to the site by a particular user, comprising: 

providing a data mining en^e capable of being trained with training data 
and capable thereafter of perforniing uuerencing relative to the training data; 

providing a user cMa base correlating observed characteristics of each one of 
a set of users with a set of adafftable marketing features, the characteristics comprising at 
least one of: (a) user attribiftes, (b) user preferences; 
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training the data mining engine wit^set of training data comprising the 

( I user database; 

Cm 

^ inputting to the datajirining engine a set of user attributes of the particular 

1 1 ^ user and, in response theretq^^taining from the data mining engine a subset of the 
5 adaptable marketingfeittures having the highest correlation to the set of user attributes. 
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2. The method of (Ilaim 31 further comprising: 

constructing a presentation to be directed to the particular user comprising 
marketing features contained within the subset of marketing features. 

33. The method c/f Claim 3 1 wherein the marketing features comprise a set of 
different advertisements. 



34. The method of Claim 33 wherein the marketing features comprise a set of 
15 different products which can be marketed at a common site. 



35. The method of Claim 3 1 wherein the marketing features comprise a set of 
different potential features of a storefront. 
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36. The method of Claim 3 1 wherein the marketing features comprise a set of 



different potential features of a catalog. 
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37. The method 



different potential features 



of Claim 31 wherein the marketing features comprise a set of 
a shopping experience. 



38. The method of Claim 3 1 wherein the marketing features comprise a set of 



I 



different potential features o 

39. The method o 
different potential features o 



* a direct mailing. 

f Claim 3 1 wherein the marketing features comprise a set of 
a promotion. 




40. The method of Claim 3^J^herein: 
the data mining eng&ie clusters ^^^sers in the data base into segments of 

users with similar charai/teris^ 

m respo^ w fl^ejjqJtit, the data mining engine determines which of the 
segments has charac|€riktici statistically correlated with the set of user attributes; and 

! subserof marketing features is determined based upon the preferences of 
the segment/ statistically correlated to the set of user attributes. 

41 . The method of Claimyn wherein inputting is preceded by determining the 
attributes of the particular user. 



42. The method of ClainL4 1 ^vherein the particular user is a member of the user 



data base, and wherein determining comprises: 
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classifying the user 
inputting the identii 



in the user data base; 

f of the particular user to the inferencing engine. 



43. The method of C^aim 41 wherein the particular user is a member of the user 
database, and wherein detemmtmgx^ompnses: 

clustering the users in the user data base into different segments of users 
having similar characteristics^elative to responses to different ones of the marketing 
features; 

inputting the {identity of the particular user to the inferencing engine. 

The method of Claim 41, wherein dejgjfmmmg composes: 
clustering the users in the user d^a base into different segments of users 
having similar characteristics relative to r^onses to different ones of the marketing 
features; 

observing chara^t^istics of the particular user through the real-time user 
interface of the site; 

assigning the particular user to at least one of the segments based upon the 
characteristics obsoved through the interface. 




^^^^y^^^ The method of ClaijL 44 wherein some characteristics of the particular user 
/^e not observed through the interf ice, but have been previously deteraiined by clxistering 
for the segment to which the partic ular user is assigned, whereby the characteristics not 
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served through the interface are 



filled in upon assignment of the particular user to a 



46. The method of Claim 32 further comprising: 



observing througlj 



the interface responses of the user to the presentation. 
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The method of Claim 46 turtjier compnsmg: 

comparing a distributij0fi of the observed responses across the marketing 
features of the presentation ta^^esponding distributions in different ones of the segments 
so as to detect any errpmn the assignment of the particular user to a segment; 

rrecting the assignment of the user to a different segment in response to 
the deteol^n of an error. 




\ 48^^ The method of Claim 47 fiu ther comprising: based upon the corrected 
1 J assTgnment of the user to a new segment, obtaining fi-om the data minmg engine a subset of 
the adaptable marketing features having tne highest correlation to the set of user attributes. 




49. The method of Claim 45 further comprising modifying the presentation 
based upon the latest subset of marketing features obtained fi-om the data mining engine, 

20 whereby to increase the likelihood of 2 favorable response by the user. 

50. The method of Claim 49 further comprising adding the user and an 
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• 



identification of the user's assigned segment to the user data base. 




ji^sine: 



A marketing management system, comprising: 

a data warehouse storing a user data/^ase correlating individual users with 
observed characteristics comprising at least on^f user attributes and user preferences and 
with observed responses to a set of marketing features; 

a profiler comprising ^ata mining engine constructed with training data 
comprising the user data base; 

a personalization system for tagging individual users with labels from which 
user characteristics mayoe inferred; and 

a ppreonalized appUcation component responsive to the profiler and to the 
personaUzatiOTT system and which correlates a user with a subset of the marketing features 
based upc^the user's characteristics. 



52. The marketin^m^j^ement system of Claim 5 1 wherein the subset of 
riiarketing features correspomisuo'^|^ probability of a favorable response by the 

user in accordance with/tne training data. 



5 3 . The marketing management sy ^m 
application component comprises 

a real-time user interfac j 
a feedback componentac 




51 wherein the personaUzed 



the user; 

•turing observed responses of the user through 
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the interface and fei 



engine of 



warehouse for processing by the data mining 




A marketing management system, con^sing: 

a data warehouse storing a user data base correlating individual users with 
Observed characteristics comprising at least one of user attributes and user preferences; 

a profiler comprising a ^ma mining engine constructed with training data 
comprising the user data base; 

a personalizati^ system for tagging individual users with labels fi-om which 
user characteristics may hie inferred; and 

a malting management console responsive to the profiler and to the 
personalization svstem and which correlates a set of user characteristics identified for a 
marketing caj?f^)aign with a subset of the users in the user data base. 



55. The marketing management system of ^)Jaim 5 1 wherein the subset of users 
corresponds to a maximiun probability of fav&'able/esponse to'a marketing campaign 
directed toward the set of user characteris/^ iiy^ccordance'^^A the training data. 



56. The marketing managemmit s/^stem of Claim 55 wherein the set of user 
characteristics were selected based m5on a product which is to be marketed in the marketing 



campaign. 
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57. The marketing managCTudit systenvpf Claim 56 further comprising: 

a feedback/cte^ent forpa^turing observed responses to the marketing 
campaign and feedpg^en/to the data warehouse for processing by the data mining engine 
of the profiler. 



58. A machine-readable me^um having instructions stored thereon for 
(h^execution by a processor to perform a ^ethod comprising: 

Providing a data minirfg engine capable of being trained with training data 
and capable thereafter of performing inference relative to the training data and on fixture 
10 (new) data; 

Providing a user dat^jbase defining the observed characteristics of each one 
of a set of users, the characteristics comprising at least one of: (a) at least one of the user's 
attributes, (b) at least one of the user's preferences; 

training the data miping engine with a set of training data comprising the 

15 user data base; 
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inputting to the dai 
to the marketing campaign and, in 



a subset of the users in the data ba >e having the highest correlation to the characteristic. 



execution by a processor to perfi 
providing a data 



mining engine a predetermined characteristic pertaining 
response thereto, obtaining from the data mining engine 



59. A machine-readabfc medium having instructions stored thereon for 

ortn a method comprising: 

mining engine capable of being trained with training data 
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and capable thereafter of performinf ; inferencing relative to the training data; 

providing a user dat i base correlating observed characteristics of each one of 
a set of users with a set of adaptabl< ) marketing features, the characteristics comprising at 
least one of: (a) at least one of the lAser's attributes, (b) at least one of the user's preferences; 

training the data mil ing engine with a set of training data comprising the 

user data base; 

inputting to the data mining engine a set of user attributes of one of: (a) a 
particular user, (b) a particular grou ) of users, and, in response thereto, obtaining from the 
data mining engine a subset of the i daptable marketing features having the highest 
correlation to the set of user attribu :es. 

60. A machine-readabl s medium having instructions stored thereon for 
execution by a processor to perfor n a method comprising: 

providing a data n: ining engine capable of being trained with training data 
and capable thereafter of performi ng inferencing relative to the training data; 

providing a user d ita base correlating observed characteristics of each one of 
a set of users with a set of adaptal le marketing features, the characteristics comprising at 
least one of: (a) user attributes, (h ^ user preferences; 

training the data n: ining engine with a set of training data comprising the 

user data base; 

inputting to the da b mining engine a set of user attributes of the particular 
user and, in response thereto, obti ining from the data mining engine a subset of the 
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adaptable marketing features having the highest conrelation to the set of user attributes. 

61 . A method for managing a marketing campaignycomprising: 

providing a data mining engine capable of being trained with training data 
and capable thereafter of performing inferencing relative to the training data; 

providing a user data base correlating observed characteristics of each one of 
a set of users with a set of adaptable marketing leatures, the characteristics comprising at 
least one of: (a) at least one of the user's attefoutes, (b) at least one of the user's preferences; 

training the data mining/engine with a set of training data comprising the 
user data base; / 

first inputting to/me data mining engine a predetermined characteristic 
pertaining to the marketing j^ampaign and, in response thereto, obtaining from the data 
mining engine a subset pi the users in the data base having the highest correlation to the 
characteristic; and / 



subset of theoisers, and, in response thereto, obtaining from the data mining engine a subset 
of the ad4)table marketing features having the highest correlation to the set of user 
attrihmes. 



;ond inputting to the data mining engine a set of user attributes of the 




63 . The method of QStn 62 tu?yTer compnsing: 
monitoring oj^served^^onses^ the marketing campaign cycle and 

updating the user data base/b§?^ uponjke observed responses; 

repeatmg^tie fijfst and second inputting to obtain an updated subset of users 
and an updated subset of marketing features. 

64. The method of Claim further comprising: 
conducting a subs^uent marketing campaign cycles based upon the updated 

subsets of users and marketing features. 
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